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Snead Standard Stack 


A bookstack realizing all the principles of modern 
stack construction and offering every advantage 
to efficient library work 


WITH uprights of selected, grey iron castings, neatly moulded 
from well designed, clean cut patterns and sand blasted, ground 
and finished to obtain the best possible result. They extend the 
full width of shelves, supporting the latter at all four corners. 


WITH sheives of the Snead Open Bar construction, quickly inter- 

changeable at intervals of about one inch, which lock in place 

by gravity and have no end brackets or loose adjustment parts. . 
Shelves cannot rattle, their flexibility insures support at all 

corners. 


WITH a finish, on all fixed parts, of aluminum bronze or light- 
reflecting, air-drying enamel which may be renewed with the 
stack in place. And with a finish, on all movable parts, of black 
semi-gloss, rubber japan baked in ovens to give a smooth, hard 
and elastic covering. 


WITH a compact design which gives a maximum book storage 
capacity, greater than any other form of standard stack. 


WITH all parts of the stack incombustible. 

WITH an open construction of uprights, shelves and deck floors 
which eliminates all hollow spaces and inaccessible dust collecting 
pockets which harbor vermin, and permits of thorough fumiga- 


tion by germ destroying gases; a construction which permits of 
thorough heating and ventilation of the stack room. 


SNEAD Standard Stack can be adapted to almost any purpose 
and always presents an appearance architecturally beautiful. 


Catalog on request Correspondence Solicited 


The Snead & Co. Iron 
Works, Inc. 


(FOUNDED 1848) 
JERSEY CITY, N. J. TORONTO, ONT. 
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Books and The Advertiser 


By Merle Sidener, Indianapolis, Ind. 
Sidener-Van Riper Advertising Agency 


The day has passed when the business 
man must learn by experience exclusively. 
It is possible today to save many hard 
knocks by taking advantage of the experi- 
ence of other business men as recorded in 
reliable business data. 

The output of business books has been on 
the increase during the last féw years, and 
publishing houses that have issued these 
books have made a definite contribution to 
the busines world. Likewise, the libraries 
that have recognized their opportunity to 
render a specialized service to business men, 
have added much to the general betterment 
of business. 

The day is one of intense competition in 
all lines of human endeavor, and the busi- 
ness world is pressed to an extremity in 
finding solutions for its complex problems. 
Perhaps that department of business which 
deals with distribution, is by reason of its 
greater need for resourcefulness, attracting 
the services of the keenest and most alert 
men. The element of production is no less 
important than formerly, but as production 
has become more efficient the problem of 
distribution has grown, and the big question 
in the industrial world today is “How may 
we sell more goods at a profit?” 

The newest influence that has _ been 
brought to bear on this question is advertis- 
ing. It is a development largely of the last 
half century, and in fact has been recog- 
nized as a definite business force only in the 
last decade or so. The wonderful develop- 
ment of advertising is very largely due to 
the educational effect of the books and mag- 
azines which have presented to the business 
world both the theory and the practice of 
advertising. The type of man attracted to 
the business of advertising, appreciates the 
necessity for absorbing information. His 
mind must be alert and open, he must be 
abreast of the times, he must be resourceful 
to overcome difficulties which block the way 
to larger distribution. He has therefore been 
quick to realize the value to him of books 
and publications which present in a practi- 
cal way the thoughts and experiences of 
others in meeting his problems. 

It is gratifying to discover in many public 


libraries special departments for business 
literature, and it is even more pleasing to 
an advertising man to find what a splendid 
showing in these special libraries is made 
by the books dealing with this modern busi- 
ness force. 

The Associated Advertising Clubs of the 
World, with headquarters in Indianapolis, 
maintains in its offices a model business 
library and through the efforts of this or- 
ganization, many public libraries have been 
helped to install special departments of 
business literature, and thousands of indi- 
viduals have been inspired to purchase for 
their private libraries volumes on business 
subjects. 

This organization through the co-opera- 
tion of Doubleday, Page & Company, has 
published several volumes which have 
quickly taken front rank among the best 
business books. It was through the efforts 
of the Associated Advertising Clubs that 
Prof. Paul Terry Cherington, instructor in 
commercial organization in the Graduate 
school of Business Administration, Harvard 
University, became interested in preparing 
a series of books on the general subject of 
advertising. 

His first book, “Advertising as a Business 
Force,” is regarded by many advertising 
men as an essential part of the equipment 
of every first-class business office. Its chief 
value is in the.compilation of experience 
records which it presents. Prof. Cherington 
succeeded in gathering a series of records 
of experience showing how advertising ac- 
tivities have been related to the selling re- 
sults they were designed to produce. 

We place this Cherington book as of fore- 
most value in my company’s office library, 
because it presents concrete cases of effort 
and result, with very little comment on the 
part of the author, and with little or no 
injection of theory. It offers accurate data 
on most of the daily problems which come 
to the advertising man’s desk. Prof. Cher- 
ington’s second book, “The Advertising 


Book, 1916,” is in reality a second volume 
to the first book, for it again presents a 
compilation of the best data obtainable from 
recent progress in advertising methods. 
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Another book which is of different type 
but equally valuable to the business man is 
“The New Business,” by Harry Tipper, Ad- 
vertising Manager of the Texas Company. 
This book is a comprehensive discussion of 
the evolution of business, especially with 
reference to modern methods of marketing 
and the conflict between the various factors 
in distribution. It presents just such infor- 
mation as the business man engaged in ad- 
vertising must know as a foundation for 
meeting ever changing conditions. 

Earnest Elmo Calkins, a successful ad- 
vertising man, wrote “Modern Advertising” 
ten years ago or so, and has within the last 
year been compelled to write another vol- 
ume, “The Business of Advertising,” because 
of the great changes in advertising practice. 
The new book carries much of the thought 
of the original volume, but brought up-to- 
date. It describes in narrative style what 
is done from the beginning to the end of an 
advertising campaign. 

There are many books dealing with the 
technical side of advertising such as De 
Vinne’s “The Practice of Typography” deal- 
ing with type faces and set-up, and An- 
drew’s “Color and Its Application to Print- 
ing.” 

A series of books by Walter Dill Scott, 
Director of the Psychological laboratory of 
Northwestern University, is found in most 
good business libraries, public and private, 
dealing with such subjects as “The Theory 
of Advertising,” “The Psychology of Adver- 
tising,” and “Influencing Men in Business.” 
While such books are not especially valu- 
able for reference purposes, a rereading of 
special chapters now and then, intensifies 
the power of analysis, so important in the 
advertising business. 

In special fields, a number of books 
render service, such as “Financial Adver- 
tising,” by E. St. Elmo Lewis, and “News- 
paper Advertising,’ by G. H. E. Hawkins. 
“Church Publicity,” by Christian F. Reisner, 
deals with a modern application of the force 
of publicity. 

“The Business Man’s Library” and the 
“Business Correspondence Library,” issued 
by the System Company, are invaluable in 
an advertising man’s library because of the 
technical help they offer. 

These books and others which might be 
mentioned are used in a thoroughly practi- 
cal way in our offices, where the daily duty 


is the study of specific selling problems and 
the planning and execution of advertising 
programs. Together with the current publi- 
eations which especially represent the ad- 
vertising business, these books make up a 
reference library which may be fairly com- 
pared to the legal library of the lawyer. 

The legal profession will find precedent 
for every possible move that may be made, 
offensively or defensively, in the law. Court 
decisions, from the lowest to the highest, 
can be cited. 

While our library is not so complete as 
that, we are enabled to have placed upon 
the desk of any of our principals, all the 
references in books and magazines, pub- 
lished in the last five years or so, bearing 
upon a specific problem. For instance, the 
librarian was asked to bring references to 
chewing gum advertising and among them 
were these: “How American Chicle Worked 
Out the Zone Idea in Selling Gum,” an au- 
thorized interview in Printers’ Ink, May 13, 
1915, with Henry Rowley, president of the 
American Chicle Company; an article by 
Edward Mott Wooley on “The Man Who Put 
the Mint in Spearmint,” being the story of 
the success of William Wrigley, Jr., pub- 
lished in Printers’ Ink, January 21, 1915, and 
a brief article on the purposes and plans of 
the Sterling Gum campaign, also printed in 
Printers’ Ink July 8, 1915. Besides these, 
there were a score of index cards submitted 
for selection, bearing on methods of distri- 
bution necessary for a product such as chew- 
ing gum. 

Printers’ Ink, Advertising and Selling, and 
System Magazine are indexed and cross in- 
dexed as the current numbers arrive, and 
the magazines are bound as each volume is 
completed. These are of even more use for 
reference purposes than the books, because 
the magazines are constantly presenting the 
actual experience of advertisers. 

A sign of the times is the willingness of 
successful men to give to their fellows the 
“how” of their accomplishments. Men who 
have found a means to an end tell just how 
they did it, in these magazines. In other 
words definite data on experience is now 
available to the man who would use this 
wonderful business force,—advertising—and 
far more progress will be made in adver- 
tising in the next ten years than during the 
last ten, because of the availability of this 
information. 





The Commerce Report of the U. S. De- 
partment of Commerce for January 31, 1916, 
makes the following statement regarding 
the municipal documents in the New York 
Public Library: 

“The New York Public Library has an 
exceptionally good collection of documents 
pertaining to municipal affairs, which are 
classified by cities under countries. The 
collection for the United States is complete 


and representative documents for a large 
part of European and other countries are 
at hand. The Library also has an especially 
fine collection of commercial statistics for 
practically all foreign countries. These in- 
clude the annual statements of the more im- 
portant countries, and the Library also has 
consular reports from the more important 
foreign nations and general commercial sta- 
tistics from foreign trade papers.” 
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List of References on Advertising 


Compiled Under the Direction of H. H. B. Meyer, 
Chief Bibliographer, Library of Congress 


BIBLIOGRAPHY. 


Briseo, Norris A. Economics of business. 
New York, The MacMillan company, 1913. 
390 p. HF5351.B84 

Advertising: p: 281, 306. 

Edgar, Albert E. How to advertise a retail 
store, including mail order advertising 
and general advertising. ... 4th ed. enl. 
Columbus, O. The Advertising World, 1913. 


582 p. HF5823.E24 
List of books and advertising journals; 
p. 552-560. 


Mataia, Victor. Die Reklame. Eine unter- 
suchung iiber Ankiindigungswesen und 
Werbetatigkeit in Géschaftsleben. Leipzig, 
Duncker & Humblot, 1910. 489 p. 

Bibliographie: p. 479-486. HF5811.M3 

Publie affairs information service. Bulletin 
of the public affairs information service, a 
co-operative clearing house of public af- 
fairs information. First annual cumula- 
tion. White Plains, N. Y. and New York 
City. The H. W. Wilson company, 1915. 


344 p. Z7163.P9 
Advertising: p. 12. 
GENERAL BOOKS. 
Advertising. and correspondence. Part I: 
Advertising, by Lee Galloway. ... in col- 


laboration with G. Howard Harmon... 
Part II: Business correspondence, by 
George Burton Hotchkiss .. . New York, 
Alexander Hamilton institute [1914] 605 
p. (Modern business. Canadian ed. v. 4.) 

HF5823.A2 1914 

Advertising and selling credits. Part I: 
Advertising, by Lee Galloway ... in col- 
laboration with G. Howard Harmon. Part 
II: Selling and buying, by Ralph S. Butler 

. Part III: Credit and the credit man, 
by Lee Galloway. New York, Alexander 
Hamilton institute [1912] 651 p. (Modern 
business; a series of nineteen texts, espe- 
cially prepared for the Alexander Hamil- 
ton institute course in accounts, finance 
and management, ed. by J. F. Johnson. 

- Fe Di HF5823.A42 

American business manual, including organ- 
ization, manufacturing, advertising, buy- 
ing, selling, granting of credit, and audit- 
ing ... Thoroughly revised and rewritten 
under the general editorial supervision of 
Francis J. Reynolds. New York, P. F. Col- 
lier & Son-[1914] 3 v. HF5356.A5 1914 

Advertising: v. 2, p. 147-195. 

Appel, Joseph H. The master merchant, and 
other writings. [n.p., 1909] 320 p. Con- 
tains articles on: Sale-ient advertising— 
Advertising evils—Wanted: a new official: 
the publicity man—The kind of a man 
needed in advertising. HF5386.A6 


*Ayer, N. W., & son. The Ayer idea in adver- 
tising. Philadelphia, N. W. Ayer & son 
[1912] 44 p. 

1869-1909. Forty years of advertis- 
ing; a collection of somewhat intimate 
talks on certain phases of advertising. 
Boston, Mass., New York, N. Y., N. W. 
Ayer & son [1909] 60 p. HF6181.A8A4 

Balmer, Edwin. The science of advertising 
‘ Chicago, The Wallace press, 1909. 
64 p. HF5821.B2 

[Bates, Charles A.] ed. American journal- 
ism from the practical side. What leading 
newspaper publishers say concerning the 
relations of advertisers and publishers 
and about the way a-great paper should 
be made. New York, Holmes publishing 
co. [1897] 371 p. PN4864.B3 

The art and literature of business. 
New York, Bates publishing co., [1902] 
6 Vv. HF5823.B34 

Bellamy, Francis, ed. Effective magazine ad- 
vertising. New York, M. Kennerley [1909] 
361 p. HF6107.B4 

Bird, Thomas Alexander, comp. Sales plans; 
a collection of three hundred and thirty- 
three successful ways of getting business 
. . . Chicago, The Merchants record com- 
pany [1906] 282 p. HF5438.B62 

[Borsodi, William] ed. Advertisers cyclo- 
pedia of selling phrases ... New York, 
The Advertisers cyclopedia co. [1909] 1360 
p. HF5825.B7 

Boulder, pseud. Hidden causes of reckless 
advertising waste. Chicago, Lord and 
Thomas publishing house [1913] 112 p. 

HF5823.B7 
Reprinted from Judicious advertising. 

Breitwieser, Joseph V. Psychological adver- 
tising. Colorado Springs, Colo., Apex book 
co., [1915] 167 p. HF5822.B7 

Breniser, Ross D. The schemes back of the 
ads. Light on the real methods of adver- 
tisers. [Philadelphia, Breniser] 1914. 36 
Dp. HF5466.B8 

Briseo, Norris A. Economics of business. 
New York, The MacMillan company, 1913. 
390 p. HF5351.B84 
Advertising: p. 260-306. 


Bunting, Henry S. Specialty advertising. 
163 p. HF6146.N7B8 
Chicago, The Novelty news press [1910] 


Business correspondence library. Chicago, 
New York, The System company [1911] 
3 V. HF5721.B8 1911 


Business man’s brain partners, including the 
business man’s encyclopedia. 6th rev. ed. 
Chicago, New York, The System company, 
1908. 2 v. HF5356.B94 








Calkins, Earnest E. The business of adver- 
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New York and London, D. Apple- 
1915. 363 p. 
HF5821.C15 1915 

Modern advertising. New York, D. 
Appleton and company, 1905. 361 p. (Ap- 
pleton’s business series). HF5821.C15 

Casson, Herbert N. Ads. and sales; a study 
of advertising and selling, from the stand- 
point of the new principles of scientific 
management. Chicago, A. C. McClurg and 
co., 1911. 167 p. HF5823.C2 

Chaney, Albert G. Advertising construction, 
simplified. Dallas, Tex., Johnston printing 
& advertising co., 1912. 42 p. HF5825.C5 

Chapman, Clowry. The law of advertising 
and sales and related general business law 
with which is combined advertising and 
sales that develop good will. Denver, C. 
Chapman [1908] 2 v. HF5819.U6U6 

Chasnofi, Joseph E. Retail advertising and 
the newspaper. Columbia, Mo., University 
of Missouri, 1912. 47 p. (The University of 
Missouri bulletin. Journalism series, v. 1, 
no. 3). . HF6107.C4 

Selling newspaper space; how to de- 
velop local advertising. New York, The 
Ronald press co., 1913. 133 p. HF6107.C5 

Cherington, Paul T. Advertising as a busi- 
ness force; a compilation of experience 
records. [Garden City, N. Y.] Doubleday, 
Page & company for the associated adver- 
tising clubs of America, 1913. 569 p. 

HF5823.C5 

The advertising book, 1916. [Garden 
City, N. Y.] Doubleday, Page & company, 
for the associated advertising clubs of the 
world, 1916. 604 p. HF5823.C52 

Clifford, William G. Building your business 
by mail; a compilation of successful di- 
rect advertising campaigns ... Chicago, 
Ill., Business research publishing com- 
pany, 1914. 448 p. HF5730.C6 

Cobb, Benjamin F. Business philosophy, New 
York, T. Y. Crowell & company [1905] 
292 p. HF5351.C6 

Advertising: p. 237-271. 

Cody, Sherwin. The Cody system. Business 
correspondence and advertisment writing 
for business men. [Chicago, 1906] 100 p. 
; HF5726.C59 

How to deal with human nature in 
business; a practical book on doing busi- 
ness by correspondence, advertising and 
salesmanship. New York and London, 
Funk & Wagnalls co., 1915. 488 p. 

HF5353.C6 1915a 

Collins, Clarkson A. Productive sales meth- 
ods. New York, Collin Armstrong, inc., 
1913. 68 p. HF5438.C57 

Curtis publishing company, Philadelphia. 
Selling forces. Philadelphia, The Curtis 
publishing company [1913] .280 p. 

HF6107.C8 

[Daly, John J.] Window dressing. New 
York, The bookseller and newsman [1899] 
66 p. HF5845.D15 

Deland, Lorin F. Imagination in business. 
New York.and London, Harper & brothers, 
1909. 107 p. HF5391.D3 


tising. 
ton and company, 














De Weese, Truman A. Book on advertising 

... Chicago, The system company, 1907. 

165 p. (The business man’s library, v 7). 

HF5823.D54 

Keeping a dollar at work; fifty 

“talks” on newspaper advertising. [New 

York] The New York evening post, 1915. 

176 p. HF6107.D47 

The principles of practical publicity; 
being a treatise on the “art of advertis- 
ing.” 2d ed. Philadelphia, G. W. Jacobs 
& co. [1908] 250 p. HF5823.D52 

Dockrell, Thomas E. The law of mental 
domination, as proved by history and ap- 
plied to selling and advertising. New York, 
Commercial publishing co. [1914] 34 numb. 
Zz HF5822.D6 

Doorly, Henry. How to get the want ads., 
how to develop them and how to handle 
them ... [Omaha, Neb., Printed by the 
Mangum printing co., 1913] 87 p. 

HF6125.D7 

Dutcher, Le Grand. 5,555 result producing, 
advertising, selling phrases. Philadelphia, 
Dewey & Eakins [1912] 140 p. 

HF5825.D8 

Edgar, Albert E. How to advertise a retail 
store, including mail order advertising and 
general advertising ... 4th and enl. ed. 
Columbus, O., The Advertising world, 1913, 
582 p. HF5823.E24 

Egan, James W. Five practical chapters on 
retail advertising; a book for all retailers. 
Chicago [1908] 48 p. HF5823.E28 

Elliott, Harmon P. Direct by mail advertis- 
ing. Cambridge, Mass., The Elliott com- 
pany, 1915. 53 p. HF5888.E5 

Contains a description of the Elliott 
addressing machine. 

Howard. The relation of the railway 
to community and statewide advertising. 
[St. Paul: 1910] 14 p. HF6161.M8E5 

Address before Oregon development 
league in annual convention, Salem, Ore., 
Nov. 29, 1910. 

Emery, Arthur T., comp. The Chicago trib- 
une. Buying power analysis of Chi- 
cago; an investigation by cross-examina- 
tion showing relation of house rent to buy- 
ing habits, susceptibility to advertising 
influence, and efficiency of various adver- 
tising mediums within city limits. [Chi- 
cago] The Chicago tribune, 1915. 205 p. 

HF'6105.U6E5 

Farrington, Frank. Retail advertising—com- 
plete. Chicago, Byxbee publishing co. 
[1910] 270 p. HF5823.F24 

Faust, Charles A. Faust’s complete card- 
writer; lessons and alphabets for use of 
brushes—marking—Soennecken— Payzant 
and common pens. [Chicago? 1911] 112 p. 

TT360.F3 

Fox, Irving P. One thousand ways and 
schemes to attract trade... 3d ed. Boston, 
Mass., The Spatula publishing co. [1912] 
204 p. HF5823.F83 

Freeman, Williams C. One hundred adver- 
tising talks. New York, The Winthrop 
press, 1912. 228 p. HF5823.F85 














SPECIAL LIBRARIES 63 


French, George. Advertising; the social and 
economic problem. New York, The Ronald 
press company, 1915. 258 p. HF5821.F7 

The art and science of advertising. 
Boston, Sherman, French & company, 1909. 
291 p. HF5823.F9 

German-American needle co., Chicago. Cat- 
alog of advertising matter for any line of 
business, to be used in connection with 
German-American needle co., needle cases. 
Chicago, German-American needle co., 
1914. 194 p. HF5825.G4 

Gillette advertising co., Kansas City, Mo. 
Gillette’s advertising prints; original cuts 

Kansas City, Mo., 1910. 41 1. 
HF6133.G6 

Goodall, George W. Advertising; a study of 
a modern business power. London, Con- 
stable & co., 1914. 91 p. (Studies in eco- 
nomics and political science no. 41 in the 
series of monographs by writers connected 
with the London school of economics and 
political science). HF5821.G6 

Some books on advertising: p. 90-91. 

Graydon, Samuel. Some notes on catalog 
making. New York, The Trow press, 1909. 
30 p. Z246.G84 

Great Western compiling company. Com- 
plete guide and instructions in the collec- 
tion, compilation, classification and sale 
of names and addresses. [South Bend 
Ind.?] The Great western compiling co. 
[1915] 14 p. HF5863.G7 

Hall, Samuel R. Writing an advertisement; 
an analysis of the methods and the mental 
processes that play a part in the writing 
of successful advertising. Boston, New 
York, Houghton, Mifflin and co., 1915. 216 
p. HF5825.H3 

Hawkins, George H. E. Newspaper adver- 
tising; being a series of talks on the value 
and use of this greatest of all local adver- 
tising mediums ... Chicago, IIl., Adver- 
tiser publishing company, 1914. 119 p. 








HF6107.H3 
- Poster advertising ... [Chicago?] 
1910. 88 p. HF5843.H3 


Haxton, H. R., and Cecil Weatherly. Adver- 
tisement. (In Encyclopedia britannica, 
llth ed. v. 1, New York, 1910. p. 235-241). 

AE5.E36, v. 1 

Hess, Herbert W. Productive advertising. 
Philadelphia & London, J. B. Lippincott 
company [1915] 348 p. HF5823.H52 

Hollingworth, Harry L. Advertising and 
selling; principles of appeal and response. 
New York and London, D. Appleton and 
company, 1913. 313 p. HF5821.H6 

“Books and articles referred to in the 
text or recommended for further read- 
ing”: p. 306-309 

Holt, Hamilton. Commercialism and journ- 
alism. Boston and New York, Houghton, 
Mifflin company, 1909. 105 p. [Barbara 
Weinstock lectures on the morals of 
trade. ] HF5831.H7 


Hotchkin, W. R. The manual of successful 
storekeeping. [Garden City, N. Y.] Pub- 
lished by Doubleday, Page & company, for 


the Associated advertising clubs of the 
world, 1915. 298 p. HF5429.H6 

See index under advertising. 

How to advertise to men. [Chicago, New 
York The System company, 1912] 64 p. 
HF5825.H7 
How to increase your sales. Plans that have 
won new buyers... 3d rev. ed. Chicago, 
New York, The System company, 1909. 128 
Dp. HF5438.H8 
How to write advertisements that sell; how 
to plan every step in your campaign— 
using sales points, schemes and induce- 
ments—how to write and lay out copy— 
choosing prospect lists and mediums— 
tests and records that increase returns 
. . . Chicago, New York, A. W. Shaw com- 
pany, 1912. 128 p. HF5825.H75 
Hoyt, Charles W. Scientific sales manage- 
ment; a practical application of the prin- 
ciples of scientific management to selling. 
New Haven, Conn., G. B. Woolson & co., 
1913. 204 p. HF5488.H835 
International correspondence schools, 
Scranton, Pa. The advertiser’s handbook 
. Scranton, Pa., International textbook 
company, 1910. 413 p. HF5823.16 
A textbook on mercantile decoration. 
Scranton, International textbook company 
[1903] 4 v. HF5845.161 
Contents—v. 1. Backgrounds. v. 2. Dress 
goods, white goods, clothing. v. 3. Foot, 
hand, and head covering, men and wom- 
en’s furnishings, handkerchiefs, linens, 
house furnishings. v. 4. Miscellaneous 
merchandise, decorations, collection of ar- 
tistic displays, illumination and motion in 
displays, fixtures and useful information, 
ideas for window decorations. 
International library of technology. v. 102: 
Form letters and follow-up systems, cat- 
alogs, booklets, and folders, management 
of general campaigns, -management of 
mail-order campaigns, miscellaneous de- 
tails of managerhent, the advertising 
agency, how to enter the practical field. 
v. 103: Engraving end printing methods, 
advertising illustraticn, technical- and 
trade-paper advertising, street-car adver- 
tising, outdoor advertising, house publica- 
tions. Scranton, International textbook 
co., c. 1909. T45.16, v. 102-3 
James, Francis B. Advertising, and other 
addresses. Cincinnati, The Robert Clarke 
co., 1907. 136 p. 41/J 
Johnson, Alvin S. Advertising. (In New in- 
ternational encyclopaedia, 2d ed. v. 1. 
New York, 1914. p. 161-162.) 

References: p. 162. AE5.N553 1914, v. 1 
Axel P., ed. Library of advertising. 
Chicago, Cree publishing company [1911] .- 
6 Vv. HF5823.J7 

Contents: v. 1. Fundamental princi- 
ples; advertising mediums. v. 2. Reaching 
the public, trade-marks, agencies, system, 
type, outdoor adv. v. 3. Department store 
and retail advertising. v. 4. Show window 
display and specialty advertising. v. 5. 
Advertising different lines of business. v. 














64 


6. Methods of selling; advertising and ad- 
vertised goods. 

Kaufman, Herbert. The clock that had no 
hands, and nineteen other essays about 
advertising. New York, George H. Doran 
company [1912] 116 p. HF5823.K3 

Kharas, Theodore. A bale of hay. [Roches- 
ter, N. Y. Printed by De Wolf press, 
1912] 51 p. HF5856.K6 

Kleiser, Grenville, comp. Salesmanship and 
advertising; practical hints by successful 
men... New York and London, Funk & 
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Information and the Advertiser. 


Chapter IX of Cherington’s “The Adver- 
tising Book for 1916” discusses the advance 
in methods of analysis in advertising and 
describes the use of special library methods 
in business. From the interesting data there 
given we quote: 

“The value of unassailable facts in plan- 
ning sales campaigns is beginning to re- 
ceive something like its due recognition. 
This is one of the most marked evidences 
of advertising progress. For years a few 
large corporations, such as the Standard 
Oil Company and the American Telephone 
and Telegraph Company, have had depart- 
ments whose duty it was to accumulate and 
to put into shape for use the detailed facts 
which were considered necessary for prop- 
erly conducting the business of these con- 
cerns. The painstaking methods of the Un- 
ited Cigar Stores in forming their ideas of 
the value of a site have become well known. 
More recently still the Curtis Publishing 
Company has surprised the textile and the 
automobile and other trades with the inti- 
macy of its knowledge of how its adver- 
tising clients’ business is and should be run. 

These methods are now being applied to 
purely advertising problems. Among adver- 


tisers the gathering of data and the appli- 
cation of analytical methods to them have 
become a recognized necessity. 

Printers’ Ink gives the following state- 
ment of the employment of analytical meth- 
ods by some leading concerns: 


*“The use of centralized data departments, 
while still slighted, is by no means uncom- 
mon among the more progressive adver- 
tisers. The National Cash Register Com- 
pany, the American Sales Book Campany, 
E. I. Du Pont De Nemours Powder Company, 
Burroughs Adding Machine Company, W. H. 
McElwain Company, and other prominent 
concerns find such data of much help. 


The most comprehensive department of 
this kind we know of is conducted by a large 
Chicago food-product advertiser. A special 
room is used for the data and is in charge 
of a librarian and two assistants. Besides a 
carefully indexed library dealing with the 
industry and business affairs in general, 
special locked .cabinets are used for filing 
a vast array of different comparative state- 
ments and a confidential file in which data 
are collected dealing with peculiar trade 
situations and conditions in every com- 
munity of importance in the country. These 
data take the form of special reports from 
salesmen, carbon copies, or paragraphs 
from letters, personal observations by offi- 
cials in memorandum form and newspaper 
clippings. This file makes it possible for 
any official to secure at a moment’s notice 
inside information regarding any desired 
territory. Scrap-books are also kept, in 
which are pasted important newspaper 
clippings commenting on the firm or the 
industry. These scrap-books are carefully 
indexed according to the name of the paper 
as well as the subject, and serve to give 
the house an insight into the editorial atti- 
tude of the various newspapers and how 
they should be handled, should occasion de- 
mand. 


Another Western manufacturer finds it 
profitable to gather data regarding a wide 
variety of subjects for use of the sales force 
in selling to different lines of trade. For 
this purpose two papers in every case are 
subscribed for, and the articles to be filed 
are pasted on cards and indexed by voca- 
tion with metal tabs. It is also understood 
that the National Lead Company has worked 
out a method which makes it possible for it 
to collect various kinds of selling data per- 
taining to its business, but instead of cen- 
tralizing the department the data are dis- 
tributed among the different branches where 
they may be needed. Some manufacturers 
find their salesmen invaluable for gathering 
this kind of data, one concern even going 
so far as to use its salesmen to size up and 
report on the local newspaper situation in 
each town. Several such instances have 
been cited from time to time in Printers’ 
Ink, the attitude of John Wykoff Mettler, 


*Printers’ Ink, April 2, 1914, p. 56. 
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president of the Interwoven Hosiery Com- 
pany, on this matter and his account of 
how he gathers and uses such data should 
be of help to the above correspondent. This 
article appeared in the October 23, 1913, is- 
sue of Printers’ Ink. 

“Tt is perhaps not looking very far in the 
future to predict that a data department, in 
charge of a man with a real mastery of the 
practical science of compiling and iterpret- 
ing commercial statistics and other data, 
will soon be regarded as an absolute essen- 
tial in selling or advertising undertakings 
of any appreciable size. The large corpora- 
tions and other concerns with ample capital 
have had a temporary advantage over their 
smaller rivals in this respect. But this ad- 
vantage already is being overcome. Some 
of the local and national associations have 


clearly shown that joint bureaus if ade- 
quately supported by their members can do 
this work in some respects as well as the 
data departments of large concerns. It is 
possible, moreover, that the Federal Govern- 
ment may find occasion to enter upon work 
of this kind.* Colleges also will find many 
ways in which they can be of service in 
this sort of work. 

In short, it may be said that, as a step 
in advance in the development of advertis- 
ing, the spread of respect for, and the abil- 
ity to use, analytical methods is one of the 
most important lines of growth.” 


*The plan for a Federal Bureau of Busi- 
ness Research proposed by A. W. Shaw, the 
editor of System, has been well received in 
many quarters. 





News and Notes 


Miss Florence A. Babbitt has resigned 
from the American Electric Railway Asso- 
ciation Library to become a member of the 
staff of the Library of the American Society 
of Civil Engineers. 





The Society for the Promotion and Train- 
ing for Public Service issues a periodical 
The Public Servant. Number one is dated 
February 1916. It is published monthly at 
Madison, Wisconsin, with Edward A. Fitz- 
patrick as editor. A National Program for 
Training for Public Service is outlined in 
this initial number. 





Miss Louise B. Krause, Librarian of H. M. 
Byllesby and Co., Chicago, describes “Some 
business libraries of Chicago small in size 
but large in service” in the March issue of 
the Wisconsin library bulletin. The libraries 
of the National safety council, Portland ce- 
ment company, Byllesby and company, com- 
monwealth-Edison company and Peoples 
gas, light and coke company are used as 
types of the real business library in Chicago. 





The New York Public Library has issued a 
list of reports of American cities of which it 
has duplicates to offer to other libraries on 
exchange account. About 250 cities are rep- 
resented by one or more documents. Libra- 
ries desiring to complete their files of city 
reports should not fail to examine this list. 





Aera, published by the American Electric 
Railway Association, New York City, had in 
its issue March 1916 a comprehensive ar- 
ticle entitled “Electric Railway Journalism, 
How utilities are reaching public and em- 
ployes through company publications, a 


study of the scope, policy and methods of 
some of the mediums now in the field.” 

The article is not merely a summary but 
an analysis of individual publications. 





The St. Paul Public Library opened a 
Business and Municipal Branch in the busi- 
ness district of the city January 31, 1916. 
A card announcing the opening declares the 
purpose as follows: 

“This Branch is intended especially for 
business men and those who are interested 
in civic problems. The material will include 
City Directories, Special Trade Directories, 
Financial and Municipal Journals, Atlases, 
Maps, Charters, and Ordinances and general 
works on business and municipal govern- 
ment. 

“The Library will begin with a small col- 
lection of material; the plan is to make 
additions according to the demand and the 
response to the advice of the men who 
use it.” 





Under plans worked out by F. D. Under- 
wood, President of the Company, the Erie 
Railroad has just opened a Free Circulating 
and Reference Library for the use of the 
1,300 employes at headquarters, 50 Church 
Street. On the day the Library was opened 
half of the 1,000 books quickly disappeared. 
The demand came from all classes, includ- 
ing officers and the girls who count can- 
celled tickets in the auditors’ department. 

Mrs. C. A. Vaughn is in charge of the room 
on the fourteenth floor, which contains stan- 
dard text books and reference works, en- 
gineering and technical books of interest to 
railroad men, and also the latest popular 
fiction, together with current magazines. 

Only Erie employes are allowed to take 
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out books, and only one book can be taken 
at a time, to be kept a week, with the priv- 
ilege of renewal for another week. D. W. 
Cooke, Vice-President and Traffic Manager; 
H. C. Hooker, Assistant to the President, and 
H. W. Hawley, Division Freight Agent, 
worked out the plans. [New York Evening 
Post, March 29, 1916.] 





A Chamber of Commerce in the Depart- 
ment of Junin, Peru, has been organized 
with headquarters in the city of Cerro de 
Pasco. The purpose of the Chamber is to 
promote the development of mining, com- 
merce, stock raising, agriculture and other 
industries. 

The Chamber of Commerce will issue re- 
ports including detailed statistics to the 
Government of Peru on the mining, com- 
mercial and agricultural activities in the 
Department. It will disseminate needed in- 
formation on these subjects, on the com- 
mercial laws of the country, and on modern 
improvements. To this end it will initiate 
and encourage the establishment of special 
schools. All the commercial centers in the 
Department of Junin will be notified by the 
Chamber of Commerce in Cerro de Pasco of 
the latest quotations on mineral products, 
the movement of foreign exchange and 
prices current in the principal markets. A 
Library will be formed of publications on 
mining, commerce, stock raising, and agri- 
culture. 





The committee of the Associated Adver- 
tising Clubs of the World which is seeking 
to promote the active co-operation of the 
library.and the business man is composed 
of the following well known publicity men 
headed by John Cotton Dana, Librarian of 
the Newark Public Library as Chairman. 

John C. Dana, Chairman. Librarian, Free 
Public Library, Newark, N. J. 

John Renfrew, 436 Union Oil Building, 
Los Angeles, California. 

Roy B. Simpson, care Fisher, Steinbreugge 
Co., 1627 Washington Avenue, St. Louis, Mo. 

W. O. Waldsmith, Publicity Manager of 
the Delco, Dayton, Ohio. 

Milton Becker, care The Boston Store, Fort 
Smith, Ark. 

F. L. Hamilton, 75 Genessee Street, Au- 
burn, N. Y. 

George F. Helm, President Knoxville Ad- 
vertising Club, Knoxville, Tenn. 

C. B. Gagem, care Gregg Co., Honolulu, 
Hawaii. 

E. Gorsuch, Secy. Springfield Advertisin 
Club, Springfield, O. 

D. R. Barrett, care Crystal Laundry Co., 
Spokane, Wash. 

H. H. Cooke, care M. Green, 627 W. 43rd 
St., New York City. 

G. D. W. Marcy, Sampson & Murdock Co., 
246 Bummer St., Boston, Mass. 

Joseph C. Spiess, care Ackmann Bros., El- 
gin, Ill. 


Weir D. Hutton, care Norfolk Ad. Club, 
Norfolk, Va. 

Caryl Spiller, Paul Jones Building, Louis- 
ville, Ky. 

George Nowland, Adv. Mgr. Fels Naptha 
Soap Co., 73rd & Woodland Ave., Philadel- 
phia, Pa. 

C. W. Stokes, Box 2262 Calgary, Ata, Can- 
ada. 

John L. Grimes, Adv. Mgr., Wheeling Cor- 
rugating Co., Wheeling, W. Va. 





American consulates in foreign countries 
are fast developing facilities which will en- 
able them to become bureaus of information 
on a truly efficient scale. 

The following description of the work of 
the Consulate at Sao Paulo, Brazil, was re- 
cently given in the Daily Commerce Reports 
of the U. S. Department of Commerce. 

“In selecting the office for the Consulate 
the most central location was selected, the 
large reading and sample room occupying 
the center of the offices, so that merchants 
and others seeking information might come 
and go without unnecessarily disturbing the 
work of the consular staff. A clerk speaking 
English and Portuguese has his desk in this 
room, classifies all catalogues, explains 
them to inquirers, and shows or furnishes 
them samples sent. He also, wherever pos- 
sible, takes notes of what they desire, and 
often these inquiries are made the subject 
of trade opportunities. In case the inquirer 
wishes further information he is referred 
either to the Consul or the Vice Consul. In 
cases where numbers of catalogues are sent 
from the same firm they are sent to the 
chambers of commerce or to persons known 
to be interested in them. In the case of 
requests from the interior catalogues are 
sent to inquirers, noted in the catalogue file 
book, and, on being returned, again placed 
on file. 

“The office keeps on hand. only the most 
recent catalogues and commercial literature, 
and periodically sends throughout the juris- 
diction such publications as have been re- 
placed by newer ones. In case inquirers ask 
for further data the later ones are sent 
them. The same is done with commercial 
reviews, trade bulletins, newspapers, etc. 
In this way several important firms in the 
interior have been placed in communication 
with American exporters. Commercial liter- 
ature in the interior towns is often read 
more carefully than in the capital. More- 
over, there are many towns in the district 
of over 25,000 inhabitants very progressive 
and alive to business. 

“The office further intends to call the at- 
tention, by printed notice, of the more im- 
portant persons in the jurisdiction to the ar- 
rival of catalogues and other trade oppor- 
tunities. 

“Weekly or bimonthly notices are pub- 
lished in the leading papers of Sao Paulo, 
giving the names of catalogues and com- 
mercial reviews received and inviting the 
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merchants to call at the Consular reading 
room to inspect them. It is hoped to extend 
this system to the other States in the juris- 
diction. Answers or inquiries to these no- 
tices often enable the office to prepare val- 
uable reports for publication. Under ordi- 
nary circumstances the inquirer is placed in 
direct contact with the exporter. In the same 
manner inquiries for agents or representa- 
tives are also published and replies sent to 
the writer giving the names of persons de- 
siring to enter into business relations with 
them. 

“The office has begun a monthly and quar- 
terly compilation of all imports from abroad. 
The manifests of the vessels arriving at 
Santos are obtained shortly after the dis- 
charge of the vessel and all imported ar- 
ticles are grouped alphabetically showing 
(1) country of origin of imported merchan- 
dise, (2) nature of merchandise, (3) amount 
of merchandise, (4) consignee, (5) consignor 
—when possible. 

“By proper alphabetical classification any 
commercial traveler can at once judge 
whether there is a market for his goods and 
just who are possible purchasers. He knows 
also whether he can compete. The system 
has been greatly made use of in the short 
time since it has been in use. It enables 
the office, furthermore, to answer intelli- 
gently great numbers of commercial inquir- 
ies from the United States and gives the 
writers positive information as to who are 
importing now and not last year, and who 
are their competitors. It is hoped further to 
extend this system and obtain the prices of 
the articles imported. Moreover, knowing 
just who are importing any given article, 
the office is enabled to draw the buyers’ 
attention to catalogues of American manu- 
facturers on file in the office. 





The Information Clearing House of Bos- 
ton, formerly the Boston Co-operative In- 
formation Bureau, has issued an attractive 
booklet setting forth the object and plans 
of the institution. The booklet makes the 
following statement of objects: 

“The Information Clearing House of Bos- 
ton, formerly the Boston Co-operative In- 
formation Bureau, has served its members 
for four years with ability, dispatch and 
painstaking thoroughness. 

“At the beginning of its fifth year its 
friends are endeavoring to enlarge its use- 
fulness by bringing it more forcibly to the 
attention of those whom they know will 
find it of great assistance in their business 
and private affairs. 

“By means of our modern index system 
we are in close touch with the best authori- 
ties on every subject. Each member is listed 
according to his specialty, where expedient. 
Answers to all questions are recorded for 
future reference.” 

The officers and directors for 1916 are: 


Officers. 
Lewis A. Armistead, President. 
Boston Elevated Railway Co., 101 Milk 
St. 
E. H. Kittredge, Vice-President. 

Old Colony Trust Co., 17 Court St. 
John Ritchie, Jr., Chief of Service. 
Waldo A. Rich, Jr., Treasurer. 

Dennison Manufacturing Co., Framing- 

ham. 

A. D. Smith, Secretary. 

491 Boylston St. 


Directors. 
Henry B. Alvord. 
Aberthaw Construction Co., 27 School 
Sst 


Frank Irving Cooper. 
33 Cornhill 
George W. Lee. 
Stone and Webster, 147 Milk St. 





We clip the following interesting account 
of a discussion of the efficiency of public 
libraries by George T. Shaw, Chief Librarian 
of Liverpool, England, from the Christian 
Science Monitor: 

“At the annual meeting of the Northwestern 
Branch of the Library Association held at 
Bolton, George T. Shaw, Chief Librarian of 
the Liverpool Public Libraries, speaking of 
war finance and public libraries, said that 
in the carrying on of business and in help- 
ing individuals to concentrate intelligently 
on the war, the public library did and would 
play a useful and valuable, although a sil- 
ent part. The Local Government Board had 
asked for economy in regard to public insti- 
tutions, including libraries, but the Council 
of the Library Association had expressed the 
hope that nothing would be done to impair 
the efficiency and usefulness of public libra- 
ries, the necessity for the maintenance of 
which was never more important than now, 
when the people were anxious to have the 
fullest and most reliable information and 
guidance on many subjects of the most vital 
consequence to the nation. 

“Supporters of public libraries, he con- 
tinued, need have no difficulty in justifying 
the expenditure of the money necessary to 
maintain them efficiently. The libraries of 
the United Kingdom, whether proprietary or 
government endowed, or rate supported, 
were uniike all other institutions—schools 
perhaps excepted. War had made them a 
necessity, and stimulated their development, 
but had never suppressed them. 

“Men talked of public libraries in connec- 
tion with this war, as if they were a pure 
luxury. The idea that a return was made 
to the community was never recognized by 
the man who did not know how to use such 
places or did not require to use them. The 
cry of the ratepayer was raised as if the 
man was rated for something from which 
he could not possibly get any advantage. 
Mr. Shaw appealed to the drastic economists 
on other grounds. By cramping the power 
of the public library today they were, he 
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insisted, going seriously to diminish its use- 
fulness in the important work which must 
be dealt with after the war. Libraries were 
being used to supply information about in- 
dustries that other countries had the mo- 
nopoly of. In this way people were prepar- 
ing for the future, and only public libraries 
could collect and disperse such informa- 
tion.” 





Through the efforts of Mr. Alexander V. 
Behr, Vice-President of the Russian-Ameri- 
can Chamber of Commerce of Moscow, there 
has been formed in New York an American- 
Russian Chamber of Commerce, the purpose 
of which, according to the constitution pub- 
lished in the Russian-American Journal of 
Commerce, is ‘‘to encourage and promote 
the economic, commercial and industrial 
relations between Russia and the United 
States of North America.” The American- 
Russian Chamber of Commerce of New York 
and the Russian-American Chamber of Com- 
merce of Moscow, each in its own country, 
will be the sole representative of the other. 

For the attainment of the object of the or- 
ganization the American-Russian Chamber 
of Commerce will co-operate with the Rus- 
sian-American Chamber of Commerce in 
Moscow in the interchange of information; 
render assistance to its members and to all 
who may be entitled to its co-operation; 
assist in organizing agencies for handling 
and financing direct business negotiations 
between the United States and Russia; pro- 
tect the interests of the United States and 
Russia in all matters commercial and in- 
dustrial; collect, issue, and distribute for 
the benefit of its members, statistical reports 
and other information relating to trade, 
industry, and finance; appear, when invited 
to do so in a representative capacity, at 
government, state or municipal conferences 
held in connection with questions of trade, 
commerce, or transportation; and facilitate 
the interchange of opinions regarding trade 
and industry that may arise between the 
members of the chamber and other persons 
interested. The first president of the organ- 
ization is Mr. Charles H. Boynton, a member 
of the New York Stock Exchange. 





The Commerce reports for February 29. 
1916, reports a conference which was called 
by the Prime Minister of Australia at Mel- 
bourne on January 6 to consider plans for 
establishing a national laboratory for the 
study of scientific research to Australian in- 
dustries. 

The Prime Minister proposes the co-ordi- 
nation of existing institutions such as Com- 
monwealth laboratory, universities, agri- 
cultural colleges, technical and mining 
schools and ordinary schools. 

A committee of representative men re- 
ported the following recommendations Jan- 
uary 13: 

1. There should be established under act 


of Parliament a Commonwealth institute of 
science and industry. 

2. The functions of the institute should 
be: : 

(a) To consider and initiate scientific re- 
searches in connection with, or for the pro- 
motion of, primary or secondary industries 
in the Commonwealth. 

(b) The collection of industrial scientific 
information and the formation of a bureau 
for its dissemination among those engaged 
in industry. 

(c) The establishment of national labor- 
atories. 

(d) The general control and administra- 
tion of such laboratories when established. 

(e) To promote the immediate utilization 
of existing institutions, whether Federal or 
State, for the purposes of industrial scien- 
tific research. 

(f) To make recommendations from time 
to time for the establishment or develop- 
ment of special institutions or department 
of existing institutions for the scientific 
study of problems affecting particular in- 
dustries and trades. 

(g) The establishment and award of in- 
dustrial research scholarships and fellow- 
ships, or fellowships attached to particular 
institutions. 

(h) To draw attention to any new indus- 
tries which might be profitably established 
in the Commonwealth. 

(i) To keep in close touch with and seek 
the aid of all Commonwealth and State Gov- 
ernment departments, learned and profes- 
sional societies, and private enterprises con- 
cerned with, or interested in, scientific re- 
search, 

(j) The co-ordination and direction of sci- 
entific investigation and of research and ex- 
perimental work with a view to the preven- 
tion of undesirable overlapping of effort. 

(k) To advise the several authorities as 
to the steps which should be taken for in- 
creasing the supply of workers competent 
to undertake scientific research. 


(1) To recommend grants by. the Common- 
wealth Government in aid of pure scientific 
research in existing institutions. 


(m) To seek from time to time the co- 
operation of the educational authorities and 
scientific societies in the States, with a view 
to advancing the teaching of science in 
schools, technical colleges, and universities 
where its teaching is determined upon by 
those authorities. 


(n) To report annually and from time to 
time to Parliament. 

The report of the committee was referred 
to the Ministry in Cabinet. The Prime Min- 
ister stated that the cabinet had approved of 
the recommendations regarding immediate 
action, and that the advisory council would 
be appointed without delay. He has pre- 


viously stated that the Government is pre- 
pared to devote £500,000 ($2,433,250) to the 
initiation of such an enterprise. 
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WANTED. 


By the Interstate Commerce Commission 
Library, Washington, D. C. 


Academy of Political Science. Proceedings, 
Vol. V (any). 

Engineering News, August 19, 1915. 

National Rivers and Harbors Congress, 
1904, 1905, 1906, 1908, 1913. 

Political Science Quarterly, June, 1915. 





Columbia university in co-operation with 
the Life underwriters association of New 
York city has instituted a course in life 
insurance to be held from January 21 to 
May 29. It has been arranged through the 
Department of extension teaching to ac- 
commodate those who are actively engaged 
in insurance or other business during the 
day. It is offered in connection with the 
courses in commerce now given in the eve- 
ning and will receive credit toward a cer- 
tificate in commerce. The class meets in the 


auditorium of the Merchants association 
quarters. 





Wallace D. Simmons of St. Louis, Mo., 
Chairman of the Committee on commercial 
education for foreign trade gave the Report 
of the National foreign trade council at the 
recent convention in New Orleans. 

The Report attempts to give the sub- 
stance of information gathered from busi- 
ness men who have had experience in send- 
ing commercial agents abroad. 

The following phases are discussed in 
the Report: Difficulty of obtaining young 
Americans; Americans adaptable to needs 
of trade; Expatriation militates against se- 
curing best men; Home employment pre- 
ferred to foreign training; Lack of specific 
training for foreign trade; Failure of for- 
eign language teaching; Better foundations 
necessary through school study; American 
provincialism a hindrance; Adequate train- 
ing demanded of schools; Fundamental 
training by schools at fault. 





Some Recent Books on Advertising 


Advertising, Its Principles and Practice. 575 
p. N. Y., Ronald Press Co., 1915. $4.00 
postpaid. Authors—Harry Tipper, Geo. B. 
Hotchkiss, Harry L. Hollingworth and 
Frank A. Parsons. 


Calkins, Earnest Elmo. Business of Adver- 
tising. 363 p. N. Y., D. Appleton and Co., 
1915. $2.00 net. 


Cherington, Paul Terry, ed. The Advertis- 
ing Book, 1916. 604 p. Pub. by Doubleday, 
Page and Co., for the Associated Advertis- 
ing Clubs of the World, 1916. $2.00 net. 


Cody, Sherwin. How to Deal with Human 
Nature in Business. 488 p. N. Y., Funk and 
Wagnalls, 1915. $2.00 net. 


French, George. Advertising, the Social and 
Economic Problem. 260 p. N. Y., Ronald 
Press Co,, 1915. $2.00 postpaid. 


Hollingworth, Harry L. Advertising and 
Selling, Principles of Appeal and Re- 


sponse. 314 p. N. Y., Pub. by D. Appleton 
and Co., for the Advertising Men’s League 
of New York .City, Inc., 1913. $2.00 net, 
by mail $2.16. 


Hudders, E. R. Indexing and Filing. 292 p. N. 
Y., Ronald Press Co., 1916. $3.00 postpaid. 


MacGregor, T. D. Bank Advertising Plans, 
a Book of Practical Suggestions. 198 p. 
N. Y., Bankers Pub. Co., 1913. $2.50 car- 
riage prepaid. 





Publishing Your Business, 2d ed., 
rev. and enl. 202 p. N. Y., Bankers Pub.., 
Co., 1918. $1.50. 


2,000 Points for Financial Advertis- 
ing. 137 p. N. Y., Bankers Pub. Co., 1913. 
$1.50. 


Smart, Walter K. (in collaboration with the 
editorial staff of System) How to Write 
Business Letters. 160 p. N. Y., Shaw, 1916. 





Mellett Printing Co., Ine. 
Indianapolis 




















BooKS FOR 
BETTER BUSINESS 


1. Advertising 





N industry which is so far represented by a literature of but 

few really worth while books, is the business of advertising. 

Many of the volumes obtainable discuss solely the psycholog- 

ical basis of advertising, others describe the organization of the ad- 

vertising agency and its work, still more devote their pages to a 
general discussion of the subject of but little practical value. 


The most helpful books, which constitute a small percentage of this total num- 
ber, are those written by men of long experience, who state the fundamental 
functions and characteristics of advertising, particularly as to its relation to 
marketing, then explain the “human nature” foundation of the subject, and 
finally tell how to prepare the advertisement from the details of writing the 
copy to the preparation of an effective lay-out, and the selection of the medium 
in which the advertising is to appear. 


Unquestionably the leading work in this class is “Advertising, Its Principles 
and Practice.’’ As Mason Britton, Chairman of the Educational Committee of 
the Advertising League of New York, says, “It is the best balanced book on 
advertising. The economics of advertising, psychology of advertising, adver- 
tising English and principles of arrangement and design are correlated and 
their proper bearing on each other is shown.” 


The authors, Messrs. Harry Tipper, George B. Hotchkiss, Harry L. Hollingworth and Frank A. 
Parson, are four of the best known men in the advertising field. Each is the author of a volume 
on one branch of advertising, and the meat of them all is given in “Advertising, Its Principles 
and Practice.” “No advertising library is complete without this book,” says the Advertising 
World of London, “and it is almost a complete advertising library in itself.’ 


The price of this book which W. H. Ingersoll, Chairman of the Executive Committee, A. A. C. of 
W., calls ‘“‘the one book,” is $4.00. It contains 575 pages, including 162 illustrative advertise- 
ments, concisely criticised. 
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‘‘Make Education Real and Pass It Around’”’ 


Learning to Earn 


by 


JOHN A. LAPP, Member of the National Commission on Vocational Education, 
Secretary Indiana Commission on Industrial and Agricultural Education, 
Director of the Indiana Bureau of Legislative Information 


and 
CARL H. MOTE, Author of Industrial Arbitration, 


Introduction by HON. WILLIAM C. REDFIELD, Secretary of Commerce. 


BOSTON JOURNAL OF EDUCATION: 

“Lapp and Mote go over the whole ground of prevocational and vocational 
training, including part-time and extension plans for training and vocational 
guidance. The program of education outlined means a complete socializing of 
the public school system.” 


FRANK DUFFY, General Secretary United Brotherhood of Carpenters and 
Joiners, says: 
“A strong plea for the refashioning of our educational system in the light 
of conditions existing today in the agricultural, industrial and business world 
is made by Lapp and Mote in Learning to Earn.” 


HON. WILLIAM C. REDFIELD, Secretary of Commerce, says: 

“This book is to be commended as a thoughtful study concerning things 
that are greatly needed among us, and as giving an impetus to thought that can 
only be helpful.” 


SAMUEL GOMPERS, in The American Federationist, says: 

“A most helpful study, sound philosophically and rici in practical sugges- 
tions. The volume is commended to the thoughtful reading of all, for industrial 
education and vocational education are matters of urgent importance.” 


ARTHUR DEAN, Director of Vocational Education in the State of New York, 
says: 
“This book will do much to ‘put across’ the idea of the need for the value 
of a learning-to-earn education.” 


JOHN DEWEY, in The New Republic, says: 

“Learning to Earn is altogether the most complete survey, chapter by 
chapter, of the many phases of the question of industry in education which 
exists. Would that consultation of its material might be obligatory for all 
editorial writers who have occasion to touch in our daily papers upon the 
reorganization of the public school system.” 

Learning to Earn appeals favorably to all classes of those most concerned 
in vocational education—the employer, the employee, the general educator and 
the vocational educator. 


12 mo, $1.25 Net 


The Bobbs-Merrill Co., 


Publishers 
Indianapolis, Indiana 



































Allegheny County Law Library 
232 Court House, Pittsburgh, Pa. 


WANTED---The following Railroad and Public Utilities 
Reports 


Alabama R. R. Comm. Repts., 1881 to 1890 both incl; 1892 to 1897 both incl; 1899, 
1901, 1902, 1904, 1905-06. 

Arizona Ry. Comm. Repts., 1909 and 1911. 

Arkansas R. R. Comm. Repts., 1903, 1904, 1906. 

ra R. Comm. Repts., 1885, 1890, 1891, 1892, 1894-95, 1899, 1900; 20th Ann. 

Canada Ry. and Canal Comm. Repts., 1880, 1881, 1882, 1898, 1900, 1901, 1907. 

Canada (Manitoba), Public Utility Commission, 1912. 

Connecticut R. R. Comm. Repts., 1853-54, 1854-55, 1856-57, 1858, 1859, 1861, 1867; 
Special 1876. 

Florida R. R. Comm. Repts., 1888, 1889, 1890, 1898, 1900, 1902, 1903, 1905, 1907, 
1908, 1909. 

Georgia R. R. Comm. Repts., Nov. 16, 1880; 1881, 1882, 1883,, Oct. 15, 1884; 1888, 
1893, 1894, 1895, 1898, 1899, 1900, 1906. 

Illinois R. R. & N. Comm. Repts., 1882, 1898. 

Kansas R. R. Comm. Repts., 1897. 

Kentucky R. R. Comm. Repts., 1880, 1881, 1882, 1884, 1886, 1887, 1890, 1892, 1893, 
1894, 1895, 1896, 1900, 1901. 

Louisiana R. R. Comm. Repts., 5th Ann. Jan., 1904; 7th Ann. Jan., 1906. 

Maine R. R. Comm. Repts., 1858 to 1871 both incl, 1875, 1884, 1888. 

Massachusetts Gas and Elec. Light Comm. Repts., 1886, 1887. 

Massachusetts Highway Comm. Repts., 1894, 1895, 1896, 1898, 1899, 1902, 1907. 

Michigan R. R. Comm. Repts., 1879, 1893, 1898, 1899, 1900. 

Minnesota R. R. Comm. Repts., 1871, 1872, 1874, 1875, 1876, 1877, 1878, 1880, 1882. 

Minnesota R. R. and W. Comm. Repts., 1886, 1889, 1890, vol. 1. 


Mississippi R. R. Comm. Repts., 1886, 1888 to 1898 both incl., 1900, 1909-11, 1911-13. 


Missouri R. R. Comm. Repts., 1875, 1876, 1877, 1888, 1889, 1890, 1892, 1899, 1900, 1901. 

New Hampshire R. R. Comm. Repts., 1845 to 1864 both incl., 1867, 1870, 1872, 1873, 
1877, 1880, 1881, 1882. 

New Jersey R. R. Comm. Repts., 3rd Ann. 1909. 

New Mexico St. Corp. Comm. Repts., 1912. 

North Dakota R. R. Comm. Repts., 1890, 1893, 1913-14. 

Ohio R. R. and Tel. Comm. Repts., 1880, 22nd, 1889, 1895. 

Oklahoma Corp. Comm. Repts., 1908. 

Oregon R. R. Comm. Repts., 1897-98. 

Rhode Island R. R. Comm. Repts., Jan. Sessions, 1879, 1880, 1881, 1882, 1883, 1884, 
May Sessions, 1885, 1886. : 

South Carolina R. R. Comm. Repts., 1879, 1880, 1881, 1882, 1883, 1885, 1886, 1887, 
1890 to 1905 both incl. 

South Dakota R. R. Comm. Repts., 1890, 1891, 1892, 1901. 

Tennessee R. R. Comm. Repts., 1897, 1899-1900, 1905-06. 

Texas R. R. Comm. Repts., 1893, 1894. 

Virginia R. R. Comm. Repts., 1877, 1882, 1888, 1891, 1902. 

Wisconsin R. R. Comm. Repts., 1880, 1883, 1890, 1892, 1896, 1898, 1900, 1902. 
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To keep Pamphlets, Magazines, Manuscripts and any paper bound books in 
order, to find quickly what you want and to know where to look — 
for it, you should own some 


“BESTVOLL BINDERS’”’ 


(Patent applied for Nov. 3, 1915) 


They fili a long-felt want peers of their durability, neat appearance and simplicity. 
This invention embodies the nearest approach to bookbinding possible in a device of 
this kind. It is staggering to think that this binder has been invented at so late a 
time—perhaps a certain obstinacy of the human mind in refusing to believe the 
obvious may account for it. 


WHAT IT LOOKS LIKE AND HOW TO USE IT 
1 2 





























Take a book or any object that will serve the purpose and put binder in position as indicated in 
fig. 1. Tie thread to bottom tooth at B. Draw thread between two leaves of book, near center ; turn 
thread at C. Repeat this operation several times with heavy books. Figures 2, 3 and,4 show how to 
continue until binder is filled; tie a knot at F. 


PRICES—Delivered FREE anywhere in the United States 
To Hold One Volume of | BS ey agen eee 

Size No 1| Outlook, Scribner’s, Atlantic, Methodist Re- 

"0x7 —o National Geographic, ete., ete. 506 40c 35e 300 











Size No. 2 Craftsman, Dial, Boys’ Life, U. S. Patent 






































x8 Office Gazette, ete., ete, 60e 50c 45c 40c 
on )| “iam | ee ee) i 
“Ul |. eenlay del ume Ga ae | ee | ee | el 
Siig 2'13°| Itustrated London News, Scientific American, | 760 | 700 | 68e | 600 





A very liberal discount in quantities. 
All of these sizes are kept in stock in full red and green cloth.. 

Lettering in gold on back or side 15¢ the line on single binders. A very large discount in quan- 

tities. Special bindings in one-half or full leather or flexible leather to order. Prices for large quan- 
tities on application. . 
How to Order “BESTVOLL BINDERS” :—Give the exact height, width and thickness of 
books or pamphlets you wish to bind. State if green or red cloth is preferred. Send money order, or 
for small amounts stamps. Do not send checks for amounts under $10.00 without adding cost of 
exchange. We prepay all transportation charges. 


The Universal Binder Company 
5 East Fourteenth Street 
NEW YORK CITY 


Please mention Srrectat Lisrariss. 





























OUR NEW 


Clearance Catalogue 


issued in New Form, Contains Over 
750 Titles, Every Title Briefly 
Described 


In so great a number of books, taken from the over- 
stock of the largest wholesale dealers in the books of 
all publishers, you will surely findsome you will want. 
Shall we send you acopy of the Clearance Catalogue? 


THE BAKER & TAYLOR CO. 


Wholesale Dealers in the Books of All Publishers 
354 Fourth Ave. NEW YORK at Twenty-Sixth St. 




















Special Libraries Index 


A cumulative index to Special Libraries for Vols. 1-6, 1910-1915 
has been issued. 


By order of the Special Library Association a charge of twenty-five 
cents each is being made to cover the cost of printing. 


Wanted---Back Numbers 


of Special Libraries 


The Association is anxious to get certain numbers of its publication 
which are exhausted and for which there is a heavy demand. 


The Association Wants 


Vol. 1, No. 1,2, 8,9 Vol. 3, No. 3,6 
Vol. 2, No. 4, 5, 8,10 Vol. 4, No. 1,3 


Address all communications to 


SPECIAL LIBRARIES ASSOCIATION 


A. J. Cunningham, Sec.-Treas. Public Library, St. Joseph, Mo. 
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OUR NEW 


Clearance Catalogue 


issued in New Form, Contains Over 
750 Titles, Every Title Briefly 
Described 


In so great a number of books, taken from the over- 
stock of the largest wholesale dealers in the books of 
all publishers, you will surely find:some you will want. 
Shall we send you acopy of the Clearance Catalogue? — 


THE BAKER & TAYLOR CO. 


Wholesale Dealers in the Books of All Publishers 
354 Fourth Ave. NEW YORK at Twenty-Sixth St. 


























Special Libraries Index 


A cumulative index to Special Libraries for Vols. 1-6, 1910-1915 
has been issued. 


By order of the Special Library Association a charge of twenty-five 
cents each is being made to cover the cost of printing. 


Wanted---Back Numbers 
of Special Libraries 


The Association is anxious to get certain numbers of its publication 
which are exhausted and for which there is a heavy demand. 


The Association Wants 
Vol. 1, No. 1, 2,8, 9 Vol. 3, No. 3, 6 
Vol. 2, No. 4, 5, 8,10 Vol. 4, No. 1,3 


Address all communications to 


SPECIAL LIBRARIES ASSOCIATION 


A. J. Cunningham, Sec.-Treas. Public Library, St. Joseph, Mo. 

















